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Now metaphors are used frequently in advertising. Metaphor is viewed as a way 
of thinking rather than a traditional rhetorical skill or the ornament of a language. This 
thesis adopt experiment to measure the influences of the different way of thinking 
(holistic/analytic) and the metaphor type (abstract/concrete) on the persuasion effect 
of advertisement, my objective is to enrich the research of the metaphorical 
advertising in our country, give more theory and practice help design metaphorical ads 
for advertising industry. 
The independent variables are the way of thinking (holistic/analytic) and the type 
of metaphorical advertising (abstract/concrete). The dependent variables are 
advertisement persuasion effects, which include the advertisement attitude, the brand 
attitude and the purchasing intention. The experiment is conducted with a 2×2 design. 
Semantic differential scales were used in the questionnaire, and 120 effective 
questionnaires were collected. Results indicated that 1) Metaphorical advertising have 
great effects on the persuasion effect of advertising. Abstract metaphor ads have better 
effect on advertising attitude than concrete metaphor ads. But there are little 
differences between abstract metaphor ads and concrete metaphor ads in brand 
attitudes and purchasing intention. The way of thinking has great effects on the 
persuasion effect of advertising. Analytic thinkers have better purchasing intention 
than holistic thinkers. There are little differences between holistic thinkers and 
analytic thinkers in advertisement attitude and the brand attitude.2) There are great 
differences between the way of thinking and the type of metaphorical advertising in 
advertising attitude, brand attitude and purchasing intention. 3) But for the low price 
products, there are little differences between the way of thinking and the type of 
metaphorical advertising in brand attitude. 
This study shows the importance of culture on the persuasion effect of 
advertisement, created a new way to think about and examine the effects of metaphors 
in advertising. 
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图 1-1 研究框架 




整体 Ⅰ Ⅱ 




























































                                                             


























对线条的影响。Kitayama et al. （2003）在这个测试的基础上进行延伸与创新，





























































































作用论的创始人 Richards 在 1936 年时指出：“隐喻是思想之间的交流，语言中的




































息。比如 Gray  and  Snyder（1989）发现消费者对含有隐喻信息的广告会花更
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